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J-Pop Giants CHAGE and ASKA have sold over 20 million

albums. Over 350 songs from 33 of their albums are now
available from i Tunes Stores worldwide.

Avazilable at the foliowing iTunes Stores: Australia, Austria, Belgtum, Canada, Dénmark, Finland, France, Germany, Greece, Ireland, Italy,
Japen,Luxemburg, the Netherlands, Norway, Portugal, Spain, Sweaen, Switzerland, the UK, and the USA

Move details ar hitp://www.yamaha-mf.or.jp/english/pr-release/20060921.html
@ YAMAHA MUSICFIBNDATION Contact: ymf-pub@gmx.yamaha.con:
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EDITORIALS i COMMENTARY\ LETTERS

GEOFF MAYFIELD

| Director of Charts/Senior Analyst

Billboard

The Party’s Not Over

Tower May Be Gone, But Record Stores Live On

Two reporters phoned me about the liqui-
dation of Tower Records just minutes after
ajudge in Delaware sealed the chain’s fate.
It felt like being forced to speak soberly and
dispassionately about a long and dear
friend’s terminal illness, when what | re-
ally wanted to do at that moment was grieve.

This by no means represents the in-
dustry’s first significant closure. Musi-
cland, which for decades had the
industry’s largest store count, and
Camelot Music, the first chain to win
NARM'’s merchandiser of the year award
in consecutive years, were among casi-
alties keenly felt. Both were successful
companies, smartly and honorably run
for most of their histories.

Tower fit that description, butalso man-
aged to be the life of the party. Its super-
market-sized stores were fun places to shop
and discover music. At the end of the day,
the chain’s brass and staff played as hard
as they worked. Walk into a Tower meet-
ingand onehad to be ready to absorb a sar-
donic barb or at least a serving of satire.

Never shy to criticize a distributor’s
new policy, the chain’s executives didn’t
just argue, but offered alternatives. The
company offered ideas on everything
from packaging to terms. A lobby from
Tower founder Russ Solomon encour-
aged labels to launch the 5-inch CD sin-

A WATERSHED EVENT
It was the early '70s. The Sunset Strip was
in full swing.

And if you lived in Los Angeles and
worked in the record business at any point
during these last 30-odd years, you know
the Tower Sunset experience. [t wasn’t just
arecord store, it was the pre-eminent record
store of our time. When Russ Solomon took
over the space in 1970 from eight-track pur-
veyor Earl “Mad Man” Muntz, he created a
business that would serve as a beacon of
record retailing for the next three decades.

Tower ushered in the era of the big
spread rock’n’roll superstore, replete with
nearly every title known to man. Going to
the corner of Sunset at Holloway was vir-
tually a religious obligation for anyone in
the business during the last 30 years. This
wasn’t just another faceless chain outlet;
this was the church of record retail—or at
least its largest supermarket. A store so
unique you never referred to it as Tower
Records, it was always Tower Sunset.

Asayoung college rep working for A&M
Records, I remember when Gil Friesenin-
stituted a program whereby the label’s ex-
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gle in the late ’80s. It was a solid cilizen
in U.S. trade groups NARM and the Video
Software Dealers Assn., and helped in-
stigate the formation of music retail or-
ganization the British Assn. of Record
Dealers and international trade group the
Global Entertainment Retail Assn.

There has been a temptation to deter-
mine whether Tower’s downfall can be as-
cribed to mistakes made by its original
management team, or the one mandated
in recent years by its bondholders. Such
speculation ignores the bright manage-
ment that guided Camelot, Musicland and
other chains that have been erased from
the music’s board during the last decade.
Let's remember that Tower won its third
consecutive large retailer of the year award
at NARM in August during the very same
week thatits final chapter of financial dis-
tress began to unravel.

Loss-leader pricing from department
stores isn’ta new problem. We complained
about and reacted to it when 1 worked at
Camelot more than 20 years ago. But other
wrinkles in the landscape—from CD burn-
ers and peer-to-peer to the many new
legitimate channels through which con-
sumers find music-—make it obvious that
music retailing is not a business for the
faint of heart.

When the court rendered its decision,

ecutives had to each spend a week work-
ing behind the counter at this store just to
see what real consumers actually thought
and bought, a different slant than one could
glean from merely scanning the weekly
charts. Rock, blues, country, classical,
soundtracks, imports, spoken word, sound
effects records—Tower had itall. Today we
talk about the Long Tail. Tower invented it.

When big-name artists made release-
day appearances, the first place they
considered was the Sunset Boulevard em-
porium. And why not? It was billed as “the
world's largest record store,” open till mid-
night 365 days a year. But lately, its park-
ing lot has been hardly half full.

Like an aging baseball stadium falling
victim to the wrecking ball (or perhaps
the demise of the obligatory drum solo),
Tower finally became an anachronism.
The digital domain grabbed it by the tail
and never let go.

Of course, we now have the digital equiv-
alent in cyberspace with places like My-
Space, PureVolume, Pitchfork Media,
Amazon and more, but it's arguably a dif-
ferent kind of browsing. At Tower, you

I took time from an already busy weekend

to visit the Pasadena Tower and the chain’s

landmark store on Sunset Boulevard. Al-
though discounts were still minimal, both
stores were busier than I’d seen in a while.

The marquee at the Sunset store cited

R.E.M. lyrics—“The End of the World As

We Know It"—and a colleague likened the
court’s Tower verdict as a new-century
meaning for a key phrase from Don
McLean’s “American Pie”: “The day the
music died.” | understand those senti-
ments, but before we declare the end of
music retailing, let’s remember that 88%
of the albums purchased so far this year
were sold in stores.

When I left Tower’s Sunset store, I drove
about 3.5 miles east to Amoeba Music.
Cars waited outside the garage to grab pre-
cious parking spaces, the store teemed
with excitement and the line at the cash
registers was longer than I'd seen at ei-
ther Tower store that day.

In the feisty corners where the likes of
Amoeba, Newbury Comics, Waterloo Rec-
ords and others reside, in the wisely run
Goliath that is Trans World and in combo
stores like Best Buy and Borders, music re-
tail continues to live a vigorous life. Still,
I'll be the first to admit that the world will
be less fun and less colorful without Tower’s
distinctive yellow and red bags. e

could not help but run into deep catalog
as it was right in the bin next to an act’s lat-
est release. What will happen to our mu-
sical heritage when your product is not on
iTunes’ front page?

This store’s demise will likely be viewed
by history as a watershed event. Not just
for one store or one chain for that matter,
but perhaps as a harbinger for the future
of music as a physical package of preor-
dained size and length. As one music ex-
ecutive recently said, “Can you imagine
the message a boarded-up Tower Sunset
sends about the business?”

Obviously, the business is at an inflec-
tion point as technology and market con-
ditions forge a path of their own. The future
has now caught up with the past. But like
Bo Diddley, Dick Clark, Lester Bangs and
all the rest, Solomon was a pioneer in rock-
'n’roll who, for three decades, threw the
best party on the Sunset Strip.

I'm glad I was there.

Tim Devine is a 30-year music business
veteran, most recently as West Coast GM
of Columbia Records in Los Angeles.
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Nashville Smash

Big Machine takes
country by storm

Here Comes The Sun

An Asian pop star’s
branding boom

Weird Science

Al Yankovic's strange
sudden chart surge

Music Video Choice

TV video-on-demand
making inroads

Pirate Fighters

Latin America's shaky
digital future

>>>CBS SETTLES
New York State
Attorney General Eliot
Spitzer on Oct. 19
revealed a settlement
with CBS Radio in his
office’s ongoing
investigations into
payola in the music
business. Under the
terms of the
settiement, CBS Radio
has agreed to
undertake company-
wide reforms and
make a $2 million
payment, which will be
distributed through
the Rockefeller
Philanthropy Advisors,
to New York State not-
for-profit entities to
fund music education
and appreciation
programs. Spitzer
acknowledged CBS
Radio’s cooperation in
resolving this matter.

>>>UME GOES
GREEN

Universal Music
Enterprises has re-
packaged 60 best-of
titles inits “The
Millennium Collection”
series, using
environmentally
friendly materials,
which will be sold
exclusively at Wal-
Mart for the next three
months. UME will
supply the eco-
friendly packaging to
all retailers beginning
in 2007.

>>>APPLE POSTS
STRONG Q4

Strong sales of iPods
and Mac computers
continue to power the
bottom line for Apple.
The Cupertino, Calif.-
based company says
iPod shipments grew
35% to 8.7 million units
for its fiscal fourth
quarter that ended
Sept. 30. iPod revenue
for the quarter
increased 29% to 1.6
billion. Revenue from
related music products
and services—a
category that includes
the iTunes Music
Store—rose 71% to
$452 million. Apple
sold more than 39
miltion iPods during
its fiscal year. Overall
net profit for the
quarter increased
27% year over year to
$546 million, while
revenue grew 32% to
$4.84 billion.

continued on >>pl10
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TUNED-OUT TEENS

Can Terrestrial Radio Ever Regain A Young Audience?

It's no secret that terrestrial radio
and other traditional media are
having a hard time attracting
teens. Cell phones, iPods, com-
puters, videogames and instant
messaging are all grabbing
larger chunks of the pie when it
comes to entertainment options
for today’s youth. But the prob-
lem may be worse than origi-
nally thought, at least for radio.

An Edison Media Research
study released late last month
shows sharp declines in time
spent listening, radio useand,
most important, attitudes
about radio among the 12-24
age group, the listeners who
represent terrestrial radio’s fu-
ture and its greatest challenge.
While the news itselfisn’t sur-
prising, the immense lack of
interest in radio by teens is.
Time spent listening, an im-
portant benchmark for radio,

is down 22% among 12-to 17-
year-olds since 1993. Mean-
while, 12-24 listening is falling
significantly faster thanamong
those 25-plus, Edison reports.
More than 11% of boys 12-17
report no weekly radio listen-
ing at all, the study says, and
fewer young people expect
radio to be an important part
of their futures.

The information is not nec-
essarily new, but the extent of
the problem just keeps growing.
Edison president Larry Rosin is
frustrated by radio’s lack of sig-
nificant movement to address
the situation. “We all know that
it’s a problem, but nothing is
ever done about it,” he says.

Jacobs Media president Fred
Jacobs agrees. “I don't know how
much more evidence it's going
lo take for the people at the top
to realize that this isn’t about

ILLUSTRATION BY JONATHAN CARLSON

fourth-quarter billing. Th.sisa
long-term, epidemic-type prob-
lem that really boils down to this:
Our listening audience is get-
ting older, and younger listen-
ers are clearly falling off in
significant numbers.”

Radio must embrace younger
listeners, Weblogs Inc. CEO
Jason Calacanis told those in at-
tendance at the jacobs Media
Summit in Dallas in late Sep-
tember. “Paradigms don’t die,
people do. That's what we're see-
ing—young people who grew
up only knowing the Internet.
That’s the future, and you have
to embrace them.”

The Edison research coesn’t
surprise Emmis Communica-
tions radio division president
Rick Cummings, who has two
teenagers. “When we start to
build brands that are truly in-
teresting to them and have mul-
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tiple touch points . . . they’ll
consume it all day long.”

A few, forward-looking radio
executives hope that high-
definition radio, a relatively
new technology that brings bet-
ter audio quality and more lis-
tening options to equipped
tuners, will provide the content
and shiny bauble that younger
listeners look for. HD2 (and
eventually HD3, etc.) side chan-
nels allow a radio station to
stream separate programmniing
to its listeners. Those channels
are currently commercial-free.

“We've challenged our pro-
grammers to use their HD2
channels to reach out to this
generation—which has a My-
Space, YouTube, on-demand
kind of mentality—and build
HD?2 channels that really will
be appealing to them,” Cum-
mings says. “That’s a great, fer-
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tile, untapped testing ground
for coming up with things like
this. You don’t have to bet the
$200 million signal on sone-
thing that’s untried.”

Meanwhile, with outlets in
Boston, Detroit, Philadelphia
and northern New Jersey,
Greater Media offers some of
the most innovative program-
ming currently available in the
medium. For example, RIFF2,
the HD sister to Greater Media’s
active rock WRIF in Detroit, has
been on the air since August
2005. The station offers a mix
of indie rock, hip-hop, punk and
local music. Unlike many HD2
channels, which are glorified
jukeboxes, RIFF2 has jocks, a
myriad of programs and a pres-
ence in the community.

More than one broadcaster
draws a comparison between
FM of the late *60s and early
"70s and HD today. “No one
gave a hoot about FM until they
started doing ‘progressive
rock,” ” Edison’s Rosin says.
“Kids said, “This is cool,” and
ran out and got an FM radio.”

While there are more chips
on the table today because of
Wall Streetand quarterly expec-
tations, Jacobs says HD2 stations
should be treated as “sandboxes”
or places for experimentation.
“We're not making money on
HD2 anyway, so we might as
well try radically different things
on these channels.”

Cummings has seen “a great
shift in thinking” among radio
groups during the last year.
“We've all said the old model
just isn’t going to work any-
more. We have to be able to de-
liver great content the way any
demographic wants it. The up-
side to change is enormous
“Advertisers now have choices
that they didn’t have 10 years
ago,” Cummings says. “The
more we spread what we do
best to multiple platforms, the
more we can participate in all
those revenue streams.” <«
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»>=|PODS SHIPPED
WITH VIRUS

A small number of
Apple’s video iPods
shipped in the past
month carry a Windows
virus. A message
posted Oct. 18 on
Apple's Web site states
that since Sept. 12, less
than 1% of video IPods
left the company's
contract manufacturer
carrying the virus
RavMonE.exe, which
affects computers
running Microsoft's
Windows operating
system. The IPod Nano,
iPod Shuffle and Mac
05 X are not affectad,
and all video iPods now
shipping are virus-free,
according to the
statement. The
message details how to
remove the virus.

=>>=EMUSIC HITS
20K SUBSCRIBERS
eMusic says it has
acquired more than
20,000 subscribers in
the European market
and delivered more
than 2 million
downloads since its
Aug. 10 European Lnion
beta launch. The
company’s MP3-based
service is now live in 25
countries across the
region. In rolling out the
service in the EU,
eMusic has forged
marketing partnerships
with GCAP Media's
Classic FM and
Haymarket's Stuff
magazine for online
promotions,
advertorials and
TV/radio ad campalgns.
It has also entered deaizs
with Lloyds TSB Archos,
NetGear and Box Media.

=5 >LIVE NATION
AFTER GLEASON
Live Mation may take
over Miami Beach's

2, 700-seat Jackie
Gleason Theater. On Oct,
18, the Miami Beach City
Commission voted to
negotiate an agreement
with Live Mation, which
would pay the city $1
million in annual rent far
15 years, according to
published reports. Live
Mation would renovate
the theater, at an
approximate cost of $3.5
million. The city had
previously been in
negotiations with Cirque
du Soleil and in July
decided to hear
proposals from AEG and
Live Nation.

continued on >=p12

BY BRIAN GARRITY

our Other Tube

Could Video-On-Demand Be TV’s Answer To The Web?

Music video’s ongoing trans-
formation from promotional
money loser to commercial
money maker took another step
forward with Google’s recent ac-
quisition of YouTube for $1.6 bil-
lion. Ahead of the deal, Universal
Music Group (UMG), Sony
BMG and Warner Music Group
(WMG) had reportedly acquired
small minority stakes in the viral
video site in exchange for con-
tent licenses. But online is not
the only opportunity labels have
to cash in on people watching
music videos on-demand.

Digital cable subscribers are
viewing music videos on-de-
mand through their TVs in in-
creasing numbers.

Horsham, Pa.-based cable
network Music Choice says its
viewers have placed more than
500 million orders for on-
demand music videos since
November 2004

The advertising-supported
service from Music Choice now
claims more than 8 million
music video orders a week from
an installed base of 14 million
homes. (Music Choice’s basic
audio-only programming is car-
ried in more than 30 million
homes across all major digital
cable operators, but its video-on-
demand service is thus far only
carried by Comcast systemwide
and by Cox in 11 markets.)

Most of that VOD consump-
tion is coming from a catalog of
more than 7,000 music videos.

But the channel also claims that
original programming for VOD
like its “Artist of the Month” in-
terview and performance seg-
ment—featuring such acts as
Christina Aguilera, Beyoncéand
My Chemical Romance—is gen-
erating anywhere from 2 million
to 4 million views per month.
Those numbers may not
seem like much compared with
Yahoo or YouTube. Yahoo aver-
ages more than 350 million mu-
sic videos streams per month.
YouTube delivers more than 21
million VOD streams per day (of
which music is a leading sub-
set), and more than 600 million
streams per month in the United
States, according to research
firm comScore Media Metrix.
But growing interest in music
VOD content from set-top box
users signals new opportunities
for TV and online video services
as consuming Internet pro-
gramming through the TV be
comes increasingly easy.
“There is a lot of competition
out there online. but consumers
would prefer to watch this stuff
on TV,” says Damon Williams,
senior VP of programming for
Music Choice,
To be sure,
Music Choice
isn’t alone in
targeting the
market. MTV,
Fuse, AOL and
others also have
developed VOD

BY SUSAN BUTLER

platforms that are carried by se-
lect digital cable operators.

However, unlike Music
Choice, many of those services
were initially conceived as ex-
perimental promotional vehi-
cles, not revenue centers. And
they are attracting viewers more
in the hundreds of thousands
than millions.

But as labels have stepped up
their calls for compensation for
access to video catalogs, previ-
ously promotion-oriented VOD
channels have moved to adopt
ad-supported models.

Music Choice claims it can
charge higher rates for advertis-
ing associated with its on-de-

BEYONCE, above, and

mand content than Internet pro-
grammers because it attracts
more traditional TV ad-dollars.

But TV-based VOD operators
and labels in many cases are still
trying to come to a consensus
as to whether wholesale rates
should be more expensive for
TV than for the Web.

“We see more similarities
than differences between the
two platforms,” says Fred McIn-
tyre, VP for AOL Video.

Asaresult, virtually every TV-
based VOD service has only a
partial collection of major label
music videos.

Music Choice has formal
deals with WMG, EMI and lead-

CHRISTINA AGUILERA  left,
have been the subjects of
‘Artist of the Month’
segments on Music Choice.

RINGTONE RATES SET

Millions In Publishing Revenue At Risk

Copyright Office de-
cision covering ring-
tones has stunned
much of the music
publishing com-
munity. Compositions previ-
ously recorded and released
in the United States must now
be made available for ring-
tones at royalty rates set by
the federal government.
Publishers could lose sub-
stantial revenue as aresult of the
Oct. 16 decision. Currently, ne-
gotiated market rates tolicense
compositions for ringtones is
the greater of 10 cents or 10% of
the retail price. With ringtones
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retailing around $2, publishers
receive about 20 cents. But the
statutory rate is 9.1 cents for a
compulsory license to repro-
duce compositions for digital
phonorecord deliveries (DPD)—
which includes ringtones, the
Copyright Office now says.

As long as the ringtone is
merely an excerpt of a musical
work or of a pre-existing sound
recording, then the composi-
tion used for the ringtone is
subject to the compulsory li-
cense, Register of Copyrights
Marybeth Peters wrote in the
35-page decision.

Currently, master ringtones

alone sell more than 6.5 mil-
lion downloads per week on
average in the United States,
according to Nielsen Mobile.
Switching from market rate
to statutory rate could repre-
sent a drop of more than
$700,000 per week in pub-
lishing revenue.

“We are disappointed in the
decision, which could hurt
songwriters significantly and
represents an unprecedented
broadening of the compulsory
license for musical works,” a
National Music Publishers’
Assn. spokeswoman says. “Of
particular concern is that copy-

www . americanradiohistorv.com

right owners who have nego-
tiated ringtones licensesinthe
free market for years will now
be subject to government reg-
ulation. We see nojustification
for this, and are currently re-
viewing our legal options.”

It is unclear what effect, if
any, this will have on existing
contracts that were made at
higher rates, because the right
to a compulsory license was
not acknowledged. But many
labels and ringtone providers
may not try renegotiating
those deals with publishers.

The decision made clear that
acompulsory license would not

ing indie labels, but not Sony
BMG or UMG.

AOL claims deals with Sony
BMG and WMG.

Licensing of music video con-
tent remains a contentious issue
across the VOD space, whether
it’s for TV or online.

UMG, which recently had
YouTube in its crosshairs, filed
suit against viral video sites
Grouper and Bolt for enabling
the unlicensed distribution of
its content.

Meanwhile, press reports
have indicated that Viacom,
whose MTV unit is facing com-
petitors from all sides, and other
broadcasters are still consider-
ing suing YouTube for allowing
its users to upload unlicensed
clips of its programming:

By contrast, WMG inked a
deal with Muvee, a service that
allows users to mix their own
personal pictures and videos
into artist videos

Those aren’t primary con-
cerns for TV-based VOD play-
ers—yet. But with convergence
between TV and the Web
quickly developing, Williams
says all players in the space have
to be thinking about both plat-
forms, as well as mobile,

“The pace at which things are
happening in video is incredi-
bly rapid, it's ‘game on’ right
now,” McIntyre adds. “Your
strategy has to have a concept of
how you are going to play in all
these different areas.’ .

be available if the ringtone in-
cludes additional material or
changes the composition so
that it becomes an original work
of authorship (i.e., a derivative
work). So maintaining good
business relationships with pub-
lishers remains important.
Still, publishers and song-
writers who do not hold ne-
gotiating clout will be stuck
with the current statutory rate
for some time. A Copyright
Royalty Board proceeding has
begun to review mechanical
and DPD rates, but a decision
adjusting the rates is unlikely
for another year. .

BEHYONCE. MAX VADUKUL, AGUILERA ELLEN VON UNWERTH
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George—

Happy 75th and

Congratulations

on 50 years
in Music!

Nobody will ever
fill your shoes.

Your friend,

Wwww.americanradiohistorv.com
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>>>UMG SUES
VIDEO SITES

On Oct. 16, Universal
Music Group sued the
operators of Grouper
Networks and Bolt, two
online music and video
networking sites, for
copyright infringement.
UMG is seeking
$150,000 per
infringement,
Injunctions and
attorney’s fees. “We
welcome an open
dialog with Universal to
resolve our situation
amicably and bring
Universal Music to our
more than 5 million
monthly unique users,”
a Bolt spokeswoman
said in a statement.
Grouper could not be
reached for comment.

>>>DDEX UNVEILS
FIRST STANDARDS
Digital Data Exchange
(DDEX) has established
its first four standards—
the Electronic Release
Notification Message
Suite Standard, Digital
Sales Report Message
Suite and two
additional standards
that support the
implementation of the
first two—to facilitate
efficient information
sharing among
companies involved
with digital music.
DDEX, a nonprofit, was
launched in May to
develop voluntary data
exchange standards for
information relating to
digital media content.

>>>JET POSTPONES
TOUR DATES
Australian rock group
Jet has postponed a
significant section of its
current European tour
after lead singer Nic
Cester was diagnosed
with nodules on his
vocal cords, following a
bout of laryngitis.
Cester will not require
surgery. But he has
been advised to stop
singing to rest his
voice, which will help
the small nodules
disappear with
specialist treatment. A
representative says this
means part of the
European tour, Oct. 14-
25, has been
postponed.

Compiled by Chris M.
Walsh. Reporting by
Mike Boyle, Susan Butler,
Ed Christman, Leila
Cobo, Brian Garrity,
Juliana Koranteng and
Chris M. Walsh.
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Latin America’s
Digital Struggle

IFPI Actions Against File Sharers Aim To Pave
Way For Legal Download Business

ogged down by limited broadband
penetration, high prices and astro-
nomical piracy rates, the Latin
American download business has
been struggling to survive from its
very infancy.

This week, as a demonstration of faith in
the future of the business, the IFPI launched
a new wave of ac-
tions against file
sharers. Target coun-
tries included Ar-
gentina, Brazil and
Mexico. The objec-
tive is to pave the way
for a legal download
business, IFPI Latin
America executive
director Raul Vaz-

Brazilian artist PITY i
the most popular on
site imusica.com.b

quez says.

At this time last
year, there were only
two digital music
stores in the entire
Latin region, Brazil’s
imusica.com.br and
Mexico’s beon.com.
Today, there are nearly
a dozen, including
four in Argentina, two
in Mexico and three in Brazil. Two other stores
are slated to open in Argentina before year’s end.

But sales of digital tracks are still virtually nil
across the region, with educated estimates plac-
ing them at most in the low hundreds of thou-
sands per year in each country.

In contrast, illegal downloading is through
the roof.

According to IFPI-commissioned studies in
Brazil, Mexico and Argentina, 1 billion songs
were downloaded illegally in Brazil in 2005. In
Mexico, the number was 1.6 billion and in Ar-
gentina 412 million.

“I don’t think it will stop right away. But we
want to send a clear message that we are going
to stop these people,” Vazquez says. The IFPI’s
program targets massive uploaders and includes
civil lawsuits against individuals, criminal law-
suits against establishments like cyber cafés,
and educational campaigns.

Beyond the fact that people are used to get-
ting stuff for free through the Internet, the Latin
American download industry suffers from its
owT issues.

One is security concerns that make it diffi-
cult to use credit cards online. As a result, com-
panies are exploring subscription models and
prepaid cards that can be purchased at brick-
and-mortar stores, with tracks often costing
more than $1, too much for the average con-
sumer in the region.

Brazil’s iMusica is working on lowering
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prices, educating the new generation and ap-
proaching the 30-plus buyer, who has a credit
card. The Web site has also been at the forefront
of developing a new business model.
Executive director Felipe Llerena notes
that iMusica also acts as a content aggrega-
tor for many Internet services and provides
the technology platform and content for 25

sites in Brazil.

While iMusica, launched in 2000, was a dig-
ital pioneer in the region, until recently there
was not enough broadband penetration to jus-
tify investment in the business. But in the past
year, broadband growth has skyrocketed in
Latin America.

In Brazil, for example, there were 1 million
broadband households in 2003, according to
eMarketer. Today, according to Point Topic data
reported by the IFPI, there are 4.7 million broad-
band households. In Mexico, there are 2.9 mil-
lion and in Argentina 1.1 million.

And as broadband use expands, so do ille-
gal downloads.

In Mexico, approximately 4.4 million peo-
ple download songs, according to a national
study cited by Fernando Hernandez, general
director of Amprofon, Mexico’s association of
record producers.

Sixty percent of the downloaders are middle
to upper class, meaning they can afford to buy
the tracks. And 66% are 12-26 years old.

“We feel illegal downloading is our youth’s
favorite sport,” Hernandez drily says.

Regardless of the issues now facing digital
sales in the region, “it is widely seen as an al-
ternative in the not too distant future,” says
Roberto Piay, executive director of Capif, Ar-
gentina’'s association of record producers. “It
would be much worse for us if there were little
faith in developing new businesses.” .
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ID Webcasts

The $20 million stalemate
between webcasters and
SoundExchange ended this
month. The Copyright Royalty
Board (CRB) decided how
webcasters must report infor-
mation from their playlists so
that performers and labels can
be paid their royalties.

Since early 2004, SoundEx-
change could not distribute
royalties received from web-
casting services (Billboard,
Sept. 30). Although federal
regulations require that pay-
ments be made and specify the
information webcasters must
provide to identify the music
they play, until now no regula-
tion specified how information
must be communicated. Only
about a dozen of roughly 500
commercial webcasters have
voluntarily provided that infor-
mation to SoundExchange.

Since 2001, the question be-
came part of a long govern-
ment rulemaking process. Then
Congress shifted authority to
make regulations governing this
issue fromthe Librarian of Con-
gress to a newly created CRB.

Last month, Chief Copy-
right Royalty Judge James
Sledge told Billboard that a
regulation could not be is-

| DANNY ELFMAN SITS

| FOR ONE-ON-ONE
In a rare public appearance,
composer/rocker Danny EIf-
man will sit down with Bili-
board for an intimate one-on-
one at the 2006 Hollywood
Reporter/Billboard Film & TV
Music Conference.

Elfman, who founded rock
band Oingo Boingo and has
scored close to 50 films such
as “Batman,” “Spider-Man,”
“Men in Black,” “Chicago” and
“The Nightmare Before Christ-
mas,” just released his first or-
chestral composition, “Sere-
nada Schizophrana,” written
specifically for the concert hall.

Additionally, Elfman’s “Night-
mare Before Christmas” score
is being released Oct. 24 by
Walt Dishey Records in a two-
disc special edition that marks
the film’s 13th anniversary. The
set will introduce nine new

BY SUSAN BUTLER

$20 Million
Stalemate Ends

Federal Regs Help SoundExchange

sued to clear up the matter
until the judges had a break
from presiding over other
pending proceedings—possi-
bly next year. But on Oct. 6,
the CRB issued interim regu-
lations to help resolve the
problem immediately.

Until final regulations are
made, “digital audio services
that have been maintaining re-
ports of use since Aprit1, 2004,
will now be able to deliver those
and future reports to copyright
owners for their use in distrib-
uting royaity fees,” the CRB said.

The regulations (37 CFR Part
370) require that the reports
must be transmitted electron-
ically, not on paper. They spec-
ify the types of spreadsheets
that must be used and how to
name files. The reports must be
delivered only by e-mail, CD-
ROM, floppy diskette or by file
transfer protocol.

“The first distributions will
not take place until several
months after the receipt of the
logs,” says Gary Greenstein,
general counsel for Sound-
Exchange. “We will have to
process all of the information
on a service-by-service basis
and then aggregate the infor-
mation to issue checks.” .-

tracks to the originail recording
and will include new versions of
songs rerecorded by Marilyn
Manson, Panic! at the Disco, Fall
Out Boy, Fiona Apple and She

ELFMAN

Wants Revenge.

The fifth annual Film & TV
Music Conference is set for Nov.
14-15 at the Beverly Hilton Hotel
in Los Angeles. The event will
feature sessions and panels on
music for film, TV, Internet, gam-
ing, commercials and other in-
dustry-related topics. sre

PITTY: CAROL BITTENCOURT; ELFMAN: BARRY KING/WIREIMAGE.COM
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The Texas Chapter of The Recording Academy®
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2006 TeExAs CHAPTER HONOREES

YOLANDA ADAMS

NIiCcK BARBARO, Loulis BLACK

AND ROLAND SWENSON
SXSW Co-Founders

SWISHAHOUSE

G-Dash and Michael “5000” Watts

Z.7 Topr

Tribute Performances* by

MARY MARY, PAUL WALL, LiL” KEKE, CRYSTAL, ARCHIE LEE, COOTA BANG, YUNG REDD,
E-CLASS, THE ROBERT FORTUNE BAND, AND ALEJANDRO ESCOVEDO
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AUSTIN CONVENTION CENTER BALLROOM
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=
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For ticker and silent auccion into: 512.328.7997 E-mail: texas@grammy.com WWW, ZFLmImy.com

www.americanradiohistorv.com


www.americanradiohistory.com

Uplront

S LIENZNIODI[EJ) BY JEFF VRABEL |

Revenge Of The Nerd

Yankovic Scores Best Album, Single Chart Numbers Ever

Now this is weird.

“Weird Al” Yankovic’s new
album, “Straight Outta Lyn-
wood,” has scored the endur-
ing song parodist his biggest
chart successes in a career that
spans nearly three decades.

“Lynwood,” Yankovic’s 12th
album, debuted this month at
No. 10 on The Billboard 200, his
first top 10 album ever. Mean-
while, the Chamillionaire par-
ody “White and Nerdy,”
reached No. 9 on The Billboard
Hot 100 in the Oct. 21 issue,
besting his previous high of No.
12 with “Eat 1t” in 1984.

“I literally danced a little jig
[when | found out],” Yankovic
says. “It’s just a number, but
I’'ve been obsessing over it for
along part of my career. Even
with, you know, millions of
records sold, I’'ve never been
in the top 10, and it’s always
been a goal of mine.”

More distinctions: “Nerdy”
made the biggest second-week
jump of the year on the Oct. 21
Hot 100, rising 28-9. When that

Star’s Fashionista

sian pop star Sun is no
stranger to the U.S. club
community. She topped
Billboard’s Hot Dance
Club Play chart in
2005 with “Without Love” and,
in the preceding year, with
“One With You.” In this issue,
Sun’s latest single, “Gone,”
continues to ascend the Club
Play chart, moving from No. 4

14 | OCTOBER 28, 2006

Could Asian Dance-Po

Side Lead To U.S. Success?

happened, Yankovic became
one of few artists to have only
one top 40 single in three suc-
cessive decades. And there
may be more to come: “Cana-
dian Idiot,” a parody of Green
Day’s “American Idiot,” de-
buted at No. 82 on the Hot 100
the same week.

So what’s going on here? It
could be the widespread ap-
peal of screwball comedy or
that Yankovic’s legacy and
fame have expanded through-
out his career (his first single,
“My Bologna,” was released
in 1979). It could even be
providential numerology as-
sociated with this being his
27th year of recording
(Yankovic has a running joke
with the number 27; witness
thelicense plate on the cover
of “Lynwood”).

For his part, Yankovic tends
to credit the Internet. “The
[“Nerdy”] video has gotten a
lot of attention, and the prolif-
eration of places like YouTube
have been a big help,” he says.

to No. 2.

These days, Sun is putting
the finishing touches on her
first English-language album.
For this project she has worked
with numerous producers and
songwriters, including Diane
Warren, Denise Rich, Donna
Summer and Desmond Child.
But the work in progress is now
in the hands of Wyclef Jean.

Yankovic has also accumulated
155,000 MySpace friends since
he joined the sitein July—all of
which he says he personally
added. “l used to be a little
pickier. Now | just kind of click
as fastas | can.”

Viral videos were a big part
of the initial promotional
campaign, according to Dan
Mackta, senior director of mar-
keting for Zomba Label Group.
Before “Nerdy” came “Don’t
Download This Song,” an orig-
inal track with a Bill Plympton-
animated video that was, iron-
ically, made available for free
on weirdal.com.

But once “Nerdy” hit outlets
like YouTube, there was no
stopping it. “We knew with
‘Nerdy’ that he’d hit on some-
thing incredibly relevant to dif-
ferent generations,” Mackta
says. “Kids were discovering
him like a new artist.”

Plus, with the advent of
download services, he says,
suddenly Yankovic can be a sin-
gles artist again, and indeed,

“After he listened to the finished
album, he said he could add to
it,” Sun says. “He could very
well revamp the entire album.
I’'m excited and nervous at the
same time.”

Singapore-based Sun is an
established artist in Asia,
where she is more commonly
known as Sun Ho or He Yao
Sun. She is signed to Warner

YANKOVIC

“Nerdy” has been safely tucked
into iTunes’ top five for the past
few weeks.

“P’d kind of written off the
chance of ever having another
hit single, since record labels
weren’t really releasing com-
mercial ones,” Yankovic says.
“As much as people are griping
about the Internet taking sales
away from artists, it’s been a
huge promotional tool for me.”

“Lynwood” has also bene-
fited from positive reviews and

glowing responses from his tar-
gets—even though Yankovic
had to pull the song he origi-
nally slated for the first single,
the James Blunt riff “You’re Piti-
ful,” after issues arose with At-
lantic. (Yankovic released the
track for free on his Web site.)

Chamillionaire, whose song
“Ridin’ " is spoofed as “Nerdy,”
even posted Yankovic’s track
on his own MySpace site.

“It seems like he’s come full
circle,” Mackta says. “A lot of the

artists he’s parodied have come
and gone, but Al is kind of a pop
culture icon at this point.”
Yankovic takes such props in
stride. “It’s a little dreamlike,”
he says. “l can’t believe 'm get-
ting this at this point in my life.”
He and his band will spend
much of next year on the road,
touring Australia in the spring
and then heading to North
America. He'll also appear Nov.
2 on “The Tonight Show With
JayLeno.” £o0

Music in Taiwan and Singa-
pore, Universal Music in In-
donesia and Malaysia, 21 East
Entertainment in China and
Gold Label in Hong Kong.

A rep from Universal Music
Southeast Asia says that Sun’s
sales are in the double-platinum
range. Because of her interna-
tional success—as a singer (four
Mandarin-language albums)
and fashionista (she owns four
Skin clothing boutiques in
South- east Asia)—Sun has be-
come a popular face in branded
entertainment throughout Asia.
Her branding partners include
True Religion Jeans, Ed Hardy
Vintage Tattoo Wear, Bejeweled
and I-Sport Istonic Drink.

Sun has also been tapped by
ImaginAsian TV for an upcom-
ing multiplatform campaign.
The 24-hour national TV net-
work serves the diverse cul-
tures that constitute the
Asian-American community.

Sun and her management
team, which includes Justin
Herz of JH Music in Los Ange-
les, are hoping that such brand

www americanradiohistorv com
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partners, along with the soon-
to-be-completed album, will
help her snaga U.S. label deal.
Herz believes that Sun’s
partners will make it easier to
introduce and break her in
the United States. He con-
firms that he is in discussions
with a few U.S. labels.
“We're in a situation differ-
ent from other new artists,”
Herz says. “Sun has the re-
sources; she brings alot to the
table. She ties music and fash-
ion together as a revenue and
lifestyle marketing platform,
which opens up new distribu-
tion opportunities. She could
very well share profits around
these initiatives—as long as
everyone participates in what
is brought to the table.”
Although Sun has enjoyed
success on U.S. dancefloors,
she remains primarily un-
known outside of clubland.
Whether she has the momen-
tum needed to cross over to
America’s mainstream re-
mains to be seen.
“We're strongly supporting

Sun in the U.S.,” says Chris
Deleon, West Coast sales rep
for Bejeweled. “We will jump
on her first English-language
album when it comes out.”

Deleon says this could en-
compass the creation of a pri-
vate logo for Sun as well as
touring merchandise.

The scenario is similar at
Ed Hardy Vintage Tattoo
Wear. “When the time is
right, we can create a pro-
gram to endorse her music,”
says Charee Rogers, manager
of the international depart-
ment at Ed Hardy. “We’re also
talking about an exclusive
Sun clothing line.”

Sun, by the way, is a
spokesmodel for Bejeweled
and Ed Hardy in Southeast
Asia, and carries both brands
in her Skin boutiques. In a
franchise agreement, she
opened the first stand-alone
Ed Hardy store in Singapore.
Deleon and Rogers credit
Sun with tripling their re-
spective businesses in the
Asian market. oo
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BIGMACHINE GETS BIGGER

Taylor Swift Is Ambitious Nashville Upstart Label’s Latest Success Story

Inless thana year, Big Machine
Records has made the leap from
scrappy startup venture to suc-
cessful record label witha No. 1
Jack Ingram single under its belt
and teen newcomer Taylor Swift
currently climbing the chart.
The Big Machine roster also
includes Danielle Peck, Dusty
Drake and former DreamWorks
artist Jimmy Wayne, whose new
single, “That’s All I'll Ever
Need,” is gaining momentum.
Country label vet Scott
Borchetta opened the doors at
Big Machine in September
2005 with a high-profile joint
launch with Toby Keith’'s Show
Dog Records. Both are distrib-
uted by Universal. Initially
structured as sister labels, the
companies shared marketing
and radio promotion, but as
each expanded, they decided to
separate (Billboard, March 11).
“The only way we could ad-
dress our priorities was for us to
have our own promotions de-
partment,” Borchetta says. “Toby
isreally a brilliant business guy,
and he understands that. We're
great friends, and we've got two
separate labels, but it was fun to
start everything with him.”
Borchetta is proud that exactly
eight months and eight days
after BigMachine launched, the
label was enjoying its first No. 1
with the Ingram hit “Wherever
You Are.” “It was a big day,” he
says proudly. “It was one of those
things where we were literally
working seven days a week—

and we still pretty much are—
but that was a pretty darn cool
moment when we rang the bell.”

Borchetta is president of Big
Machine. He started his career
in 1985 with a three-year stint
at Mary Tyler Moore’s MTM
Records, moved to MCA Rec-
ordsin1991and in 1997 left to
launch DreamWorks Nashville
with James Stroud. Dream-
Works merged into Universal
Music Group in 2004, and
Borchetta stayed with Univer-
sal until leaving to launch
Big Machine last year.

Andrew Kautz is
Big Machine’s GM,
Jack Purcell heads
the promotion de-
partment, and Penny
Lazo is head of sales
and marketing. Cynthia
Grimson handles public rela-
tions. Other key staffers include
Borchetta’s wife, creative direc-
tor Sandi Spika Borchetta, and
director of national promotion
John Zarling.

The label opened its doors
Sept. 1, 2005, and by Sept. 26
was going for airplay on
Peck’s single “I Don’t.” “We
didn’t waste any time. We lit-
erally started with that song
on day one. We went for air-
play on the 26th and then we
went for airplay on Ingram on
the 31st of October. Jack’s first
album came out Jan. 9,7
Borchetta says, recapping the
label’s first efforts.

“I did not want to sit on our

BORCHETTA

butts and wait for six months
for the first record to come out,”
he says. “I’ve seen so many
startups, and after six or eight
months, you're staffed up and
you're just burning away
money and literally nobody is
working anything. They are just
waiting on A&R to get up to
speed. I just refused to launch
the label like that, because I
think it instills a certain
amount of laziness upfront,
and [ wanted everybody here to
bring brand-new running
shoes ready to run on
the first day.”

Borchetta’s cri-
teria for signing
an act is simple. “I
either fall in love
with an artist’s mu-
sicor I don't.”

These days Big Machine’s
priority is the debut album by
16-year-old Swift, which streets
Oct. 24. Swift is climbing the
chart with “Tim McGraw,”
which is No. 17 on Billboard’s
Hot Country Songs chart and
has sold nearly 90,000 digital
downloads. When he heard
her perform, Borchetta says he
just had to have her on the
label, but admits he knew it
wouldn’t be easy because coun-
try programmers are hesitant
to play teenagers.

“That’s probably one of the
things [ love about it,” he says.
“She’s one of the best song-
writers in Nashville period,
and we were able to get peo-

ple to see that and the fact that
she plays guitar and the fact
that she does sing that good,
and she does write that good.
She’s witty and charming and
all the things that a superstar
artist should be.”

Swift grew up near Reading,
Pa., but now lives near Nash-
ville. “I've been trying to do this
since I was 10,” she says. “So
many people tell me that radio
won’t play me because I'm too
young. Because of that, radiois
the biggest priority for me and
building those relationships.”

Swift chose Big Machine be-
cause of the creative freedom
Borchetta offered. “I needed a
company that would let me be
myself and would let me write
my own music,” says Swift,
who signed a publishing deal
with Sony at 14.

“Scott Borchetta has not only
encouraged me, but has in-
sisted that I write my own
music, and it’s been really, re-
ally great, and I'm just so glad
that I'm here,” she says.

Swift is slated to appear on
“Good Morning America” on
street date. Her debut hasalso
gained exposure on GAC’s
“Short Cuts.”

“I've had the good fortune of
breaking everybody from
Trisha Yearwood all the way up
to Sugarland with big stops in
between,” Borchetta says. “This
feels as big as any of them.”

In general, Borchetta credits
the experience and enthusiasm

of his team for fueling Big Ma-
chine’s success.

“I never told my staff that
they were [an] independent,”
Borchetta says. “I think that’s
part of it, that we didn’t come
out saying, ‘We're a little
indie’; that was never our
point of view,” Borchetta says
about his staff of 13. “It was
just kind of blind belief that
we were going to do this, and
the advantage that we had is
we’'ve done this before. Jack

These days, Big Maching's

PROrtYTs the debut album by

A6~year-old TAYLOR SWIFT,

Purcell has done this before.
Cynthia Grimson has done
this before. So it wasn't a per-
son coming in from outside of
our business just trying to fig-
ure the business out.

“We didn’t expect to come
out here and be kicked
around like some little im-
print,” he continues. “We
came to play. Failure is really
not an option, and I've got
people around me that really
understand the vision.” -+

DUSTY DRAKE

Grand Ole Opry’s cast to
Bob Seger and Van Halen.
His first break in Nashville
came as a songwriter,
scoring cuts by Joe Diffie,
Mark Chesnutt, Ricochet
and other acts. He landed
arecord deal with Warner
Bros. Nashville, which re-
leased his self-titled debut

Scott Hendricks.

Growing up in tiny Monaca, Pa., Drake ab-
sorbed a variety of influences from the

in 2003. He’s currently in the studio work-
ing on his Big Machine debut with producer

JACKINGRAM

A longtime favorite on the Texas music scene,
Ingram attempted to leap from Lone Star suc-
cess to the national stage
with previous Nashville deals
on now-defunct Rising Tide
Records and Sony’s Lucky
Dog. But he broke through
on Big Machine with the No.
1“Wherever You Are.” That
single and his latest one,
“Love You” (No. 15 on Hot

Country Songs), are from

“Live Wherever You Are,” which has shipped
50,000 units, according to Nielsen SoundScan.

ingram would be doing 250 shows a year with
or without a record deal, Borchetta says. “You
give me a guy with that much charisma and de-
sire, and that works 100% of the time.”

Big MaChine,S ROSter Talent Runs Deep In Scott Borchetta’s Stable

DANIELLE PECK

A native of Jacksonville, N.C., Peck moved
with her family to Coshocton, Ohio, where

she began writing songs
and performing music at
an early age. After relo-
cating to Nashville, the
singer/songwriter was
signed to DreamWorks
by Borchetta. She be-

came a casualty of the DreamWorks/Univer-
sal merger, but once Borchetta launched Big
Machine, he quickly recruited Peck to the
roster. Big Machine is about to release her
third single for the label, “Isn’t That Every-
thing.” Her previous singles, “l Don’t” and
“Findin’ a Good Man,” peaked at Nos. 28 and
16, respectively. Her self-titled debut disc

has scanned 62,200 units.

JIMMY WAYNE

Wayne is another artist Borchetta signed to
DreamWorks who lost his deal in the
Dreamworks/Universal l
merger and has now
landed at Big Machine.
A North Carolina native
who spent a tumui-
tuous childhood being
shuttled around in
foster homes, Wayn2
channeled those expe-
riences into a poignant
collection of songs on
his DreamWorks debut, earning critical raves
and radio success with the hits “Stay Gone,” “I
Love You This Much” and “Paper Angels.” His
first Big Machine single is “That’s All I'll Ever
Need.” Look for a new album in February 2007.
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s » Sweden's psychedelic ro¢k

band DUNGEN call Kemado
its home in the United States.

The Rambler has returned. Bob Seger’s early sin-
gles “East Side Story,” “Persecution Smith,” “Sock
[tto Me Santa,” “Vagrant Winter,” “Heavy Music,”
“2+2=?" and the classic of classics “Ramblin’
Gamblin’ Man” put him in the Garage Rock Hall
of Fame long before he got into the other one.
Our coolest song in the world this week, “Wreck
This Heart,” finds Seger back in the garage where
God intended.

All right, I'm fantasizing a bit. As it turns out,
his new, terrific album “Face the Promise” only
visits the garage to remind everybody he can be

tablishing work-ethic standards we’ve all tried to
reach ever since he started in 1966. By 1967, he |
had a string of local Detroit hits leading up to
“Ramblin’ Gamblin’ Man,” which went top 20 on
the national charts in 1969. The seven hitless
years that followed didn’t stop him from playing
200-250 nights a year before finally breaking in
’76 with “Night Moves.” Touring in those hungry
days included regular trips to Florida for one-
nighters—driving 24 hours there and 24 back be-
cause his band couldn’t afford a hotel room. That’s
called building a base, old-school style.

2]
= b TODD MARTENS tmartens@billboard.com

In other news—Ilife sucks and then you die.
But all seriousness aside, Mickey Leigh’s book
about his brother, “I Slept With Joey Ramone”
(co-written by Legs McNeill), had the movie rights
snatched up, and the book’s not even out yet. I'm
smelling “Godfather.”

See you next week. .

as cool as you are whenever he feels like it.

Like most of the classic rockers of the '70s and
’80s, he fits more comfortably in the country world
now than the mainstream rock world. There are
alot of reasons for that, but the main one is that’s
where the songwriting went.

Seger will always be the persistence king, es-
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As Indie As
They Wanna Be

| Kemado Switches Distribution With
| An Eye On Establishing Own Brand

| Long derided as a “fake indie,”
New York-based Kemado Rec-

| ords’ founders are hoping to

shed the term with a new dis-
| tribution deal. Effective imme-
| diately, Kemado's releases will
| be handled by Sony BMG’s

THE STABILISERS | RED Distribution, and the

| label hopes to establish its own
brand, one that's independent
of outside help.

Kemado had most recently
been linked with Disney-
owned Hollywood Records,
which provided marketing,
promotion and manufactur-
ing for its releases. The label
started in 2002 as a produc-
tion company and soon
landed a distribution deal
with Palm Pictures.

“It was a weird stigma,” Ke-
mado co-founder Tom Clapp
says. “We were in the indie
world, but people thought we
were an imprint. There’s been
a misconception for a long
time. We've been an independ-
ent label from the beginning.
We just had an unusual start
to things.”

Kemado is home to psyche-
delic rock act Dungen and
Black Sabbath-inspired band
the Sword, among others. The
label's two-year deal with Hol-
lywood expired in August,
Clapp says, and he was plan-
ning to have the label self-
sufficient by then.

“There’s always a problem
going through another label,”
he says. “You're not the top pri-
ority and even with the best of
relationships, the mandate
coming down from the top is
notto push Kemado every day.”

To prepare for the move to
RED, Clapp says the label hired

wWwWw.americanradiohistorv.com

its own marketing person as
well as a publicist. The label will
join RED minus rock act Ele-
fant, which will stay at Holly-
wood. Clapp says that Elefant is
the only Kemado act that was in
ajoint venture with Hollywood.

Aside from the outside im-
pression that Kemado was a
pseudo-indie, little things
started to annoy Clapp. He
mentions a time when Ke-
mado’s name was left off a
video credit on MTV or the
fact that Kemado releases
were not eligible for Bill-
board’s Top Independent Al-
bums chart, as Hollywood is
distributed by Universal Mu-
sic Group Distribution.

“The lesson through all of
that was that you have to have
your own people out in the
field doing stuff,” he says.
“About a year into that deal,
we started hiring people and
got ourselves ready to make
amove.”

Kemado’s first releases
through RED will be rock new-
comers Vietman and Danava.

MORE TO COME: The pa-
rade of new hard rock bands
continues, as Epitaph’s Escape
the Fate arrived earlier this
month on Billboard’s Top In-
dependent Albums tally.

The album, “Dying Is Your
Latest Fashion,” sold 4,100
units in its first week in the
United States, according to
Nielsen SoundScan, and has
shifted 8,000 to date. Drum-
mer Robert Ortiz says of the
first-week tally, “We had the
best debut in Epitaph’s history
for a full-length from a new
artist. That’s a good start.”

Epitaph GM Dave Hansen
neither confirms nor denies
Ortiz’'s claim, but notes that
the label’s crop of rock artists
is getting off to faster starts.
He says the trend began with
From First to Last and Match-
book Romance.

But it's not always rosy from
there. Take Matchbook Ro-
mance, whose first album,
2003’s “Stories & Alibis,”
spent 28 weeks on The Bill-
board 200, and has sold
222,000 units. The band’s 2006
follow-up, “Voices,” fell off
after only 11 weeks but has still
muscled out 93,000 copies.

“In a lot ways, it's easier to
get the ball rolling,” Hansen
says. “It’s easy to get the music
heard and get the band onstage
in front of an audience. It used
to be slower to rise and slower
to decline, but there’s a lot of
bands out there, and it’s really
competitive.”

In Matchbook Romance’s
case, Hansen notes the band'’s
follow-up likely alienated
some fans by branching out of
the emo genre. Indeed,
“Voices” is a strong album but
also an overlooked one, hint-
ing at the difficulty in break-
ing out beyond the Warped
tour and Hot Topic.

“I don’t know if that record
was for their core fans,” Hansen
says. “It's then a challenge forus
to image thatrecord to potential
fans because everyone knows
where thatband came from. And
they’re called Matchbook Ro-
mance. | think fans of Muse
would want to hear the record,
but will a fan of Muse even want
to putina CD from a band called
Matchbook Romance?”

wia
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Brave New World

Stores And Labels Both Need Help To Ensure
A Healthy Business Environment

What world do you live in?

I would like to think that | live
in a world where what’s right
matters. But when a federal
judge rules to liquidate Tower
Records under questionable
circumstances as a means to
validate the Chapter 11 bureau-
cratic process, you've got to
wonder what kind of world it is.

You all know the story. it was
a situation where either way
the creditors get the same pay-
out, but instead of letting Trans
World get the stores, the judge
ruled to liguidate them and
throw 2,700 people out of jobs
just to vindicate Chapter 11. An
auction that began at $105 mil-

® 6

even with the added bonus of
mobile sales, the digital
world’s rise is not big enough
to offset the ground the phys-
ical world is losing.

Making matters
Tower's liquidation will likely ac-
celerate the decline of the phys-
ical goods world far beyond the
chain’s overall 2.5% market
share (4.5% for indies). Things
could get real ugly for the labels
over the next three years if the
digital world does not fulfill its
promise more quickly.

The slide of traditional music
retail was ordained as far back
as 1983 when the majors de-
cided that the new CD would

worse,

Joe D’Amico.

In the meantime, the labels
were not done hammering
nails into retail’s coffin. In the
early '90s, they began playing
games with singles, deleting
them in an attempt to force
consumers to buy albums. By
the end of the decade, the sin-
gle was history, and its elimi-
nation played perfectly to the
coming digital world, where
tracks may be king, but are still
not yet selling well enough to
restore the industry’s health.
Then add in unauthorized
peer-to-peer copying and CD
burning, and you’ve got the
perfect mess.

Giving the physical goods world

a boost doesn

t mean that labels

don’t believe in digital.
[ L. L e B R e o

lion and ended at $134.3 mil-
lion wasn’t good enough.

Even though we all saw it
coming, many people in the
music industry still regard the
liquidation of Tower as a wake-
up call. We all know that the dig-
ital world is on the come, and
yet we were shocked, saddened
and angered at Tower’s fate.

Of course, the digerati
laugh at those of us who see it
as a wake-up call, but 10 years
ago these same people used
to argue until they were blue
in the face that digital down-
loads would surpass physical
product sales by 2000. Guess
what? They were wrong then,
and they are wrong now. But
that does not mean they will
be wrong forever.

| live in the real world, and
when you put digital distribu-
tioneveninits best light, down-
loads are only 15% of music
sales in the United States, and
growth is leveling off.

The labels really need Mi-
crosoft, Amazon and Best Buy
to each launch successful dig-
ital sales initiatives to reignite
digital growth, because so far,

carry a 35% profit margin, in-
stead of the 42% carried by vinyl
and cassette. But it was not until
the CD surpassed the cassette
in 1992 that everyone under-
stood that the margin issue was
the first nail in retail’s coffin.
While discounters are seem-
ingly eternal, never before has
there been a margin squeeze
that comes when hit by the
combined wallop of 5,500
Wal-Mart, Target, Best Buy and
Circuit City stores. And when
you add in an overwhelming
supply of exclusive product,
let’s just say we’re looking at
another nail in the coffin.
Along the way, traditional
retail chains also found ways
to screw up their own futures—
look at Tower’s bad decision
to use bonds to finance a disas-
trous international expansion
and then a prepacked Chapter
11 that only closed four stores.
What was it thinking? Then,
when the bondholders took
control, Tower installed Allan
Rodruiguez, a nonmerchant
who micro-mismanaged the
chain into illiquidity, with an
even sadder finale scripted by

If the labels really want to en-
sure a healthy business environ-
ment until the legitimate digi-
tal market takes off big-time,
they would step up to the plate
and prop up the physical goods
world, either through pricing or
by introducing an enhanced or
new physical format. It’s some-
thing they should have united
behind three years ago.

Just because you give the
physical goods world a boost
does not mean you don't be-
lieve in digital. It means you
want to live long enough to get
to the new world.

Thousands of jobs have
been lost because of along
string of short-sighted deci-
sions. How the digerati can
gloat about that many lost
jobs is bewildering, especially
since their promised land is
taking far longer to reach than
they ever predicted.

All things considered, a
smoother transition to the new
world might have been worked.
out with a little more fore-
thought, but it’s not too late for
theindustry to stop shooting it-
selfin the foot. oo
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SESAC Goes South

Performing Rights Group Opens Atlanta Office For R&B, Hip-Hop

SESAC is heading south for
that all-important face-to-face
time. The performing rights
organization is opening an At-
lanta office this month to work
more closely with the R&B and
hip-hop communities.

“Having a presence with a
staff that’s active and involved
really makes a difference in
how writers perceive you, re-
spect you and understand you,”
says Trevor Gale, VP of writer/
publisher relations for SESAC.

The attraction to the city
comes as no real surprise. At-
lanta is home to a jewel in
SESAC’s crown—Grammy
Award-winning writer/pro-
ducer Bryan-Michael Cox, who
has been named SESAC song-
writer of the year for the last
six years consecutively. Atlanta
is also the part-time base of
Chris Hicks, VP of A&R urban
for Cox’s publisher, Warner/
Chappell Music.

“We have some incredible
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songwriters who make it their
home,” Gale says. “It's good to
have some SESAC reps come
down three to four times a year,
but we felt we really needed an
everyday presence where writ-
ers can come to ask questions
and meet other writers through
our office.”

Other Atlanta-based SESAC
writers include Donnie Scantz
{(who co-wrote Aaliyah’s “I Don’t
Wanna” and Jagged Edge’s “I
Got It”), Bale'wa Muhammad
(co-wrote Christina Aguil-
era’s “Dirrty” and Jaheim’s
“Diamond in Da Ruff”), John
Webb Jr. (co-wrote Beyoncé’s
“Déja Vu”) and Kendrick
Dean (co-wrote Chris Brown’s
“Say Goodbye”).

Capp Scates will run the of-
fice as associate director of
writer/publisher relations,
Gale says. Scates joined SESAC
earlier this month after work-
ing as a manager with writers
and producers.

“Immediately, we'll let every-
one know who we are, what we
stand for and what we want to
bring to the market,” Scates

[CIGITEM BY MITCHELL PETERS

™ A COFFEE SHOP

TAKES TO THE ROAD

Online Marketing Spurs Hotel Cafe Tour

Promotion and marketing
tools for the second annual
Hotel Cafe Tour, which kicked
off Oct. 2 with a sold-out show
at the House of Blues in Los
Angeles, are “online and totally
guerrilla,” says Josh Neuman,
manager of singer/songwriter
Cary Brothers, who plays onall
the tour dates.

MySpace, a co-sponsor of
the 35-city U.S. trek, is playing
a crucial role in spreading the
word. “If you go to the site’s
music page,” Neuman says,
“we have a static banner for the
entire duration of the tour.
They’re helping promote all

our artists.”

Inspired by the singer/song-
writer communal vibe of Holly-

tions subjectto certain histor-
ical legal restrictions on the
way they operate, SESAC is a
for-profit company. It also han-

‘I want to educate
students about
the music business.’

—CAPP SCATES, ASSOCIATE DIRECTOR
OF WRITER/PUBLISHER RELATIONS AT
THE ATLANTA SESAC OFFICE

says. Then he wants to form
corporate alliances for events
and also hit the schools.

“l want to educate [stu-
dents] about the music busi-
ness,” he says.

Unlike ASCAP and BMI,
which are nonprofit organiza-

dles mechanical rights licens-
ing for some publishers.

In addition to its Nashville
base, SESAC has offices in New
York, Los Angeles and London.

CO-PUB DEALS: BMG
Songs, the North American di-

www.americanradiohistorv.com

wood, Calif.’s 200-capacity Hotel
Cafe, a coffee shop-turned-
music venue for which the tour
is named, this year’s jaunt fea-
tures rotating performances
from musicians including
Brothers, Rachael Yamagata,
Joshua Radin, Matt Costa, Kate
Havnevik, the Weepies, Joe
Purdy, Tom McRae and Jim
Bianco. There have also been
surprise visits from Amos Lee
and Jason Mraz, who stopped
by gigs in Los Angeles and San
Diego, respectively.
Twenty-five acts appear on
various tour dates, but only six
perform each night. A perma-
nent traveling house band
backs the musicians as they
perform two 15- to 20-minute

vision of BMG Music Publish-
ing Worldwide, signed a co-
publishing deal with indie rock
label the Militia Group. The

publisher was looking for a
partner to bring developing
rock acts into the BMG fold.
BMG will co-publish the
songs worldwide by bands
signed to the Militia Group.
The bands include Lovedrug,
Umbrellas, Let Go and Deni-

sets. “We're all in the mix to-
gether,” says Brothers, who
helped organize this year’s
jaunt, “We just tried to find a
good balance to make each
night. . .astrong show.”
Marko Shafer, who co-owns
and books concerts at the Hotel
Cafe, says about 95% of the
tour’s lineup has played his
club. “We wanted to get word
out about artists who had sup-
ported the room,” Shafer says.
“We're taking what we do out
to the rest of the country.”
Agents Jonathan Adelman
and Marty Diamond at Little
Big Man/Paradigm booked
this year’s Hotel Cafe Tour,
which visits 200- to 1,500-ca-
pacity venues and has a ticket

son Witmer. The Southern Cal-
ifornia-based publisher is
owned by Rory Felton, Chad
Pearson and Chris Donohue.

Universal Music Publishing
Group signed a co-publishing
deal with Timothy “Attitude”
Clayton, who co-wrote Nelly
Furtado’s No. 1 single “Promis-
cuous.” He was also a guest
performer on Furtado’s
“Afraid” and collaborated with
Bubba Sparxxx on the “Deliv-
erance” album. Attitude is cur-
rently working on a group
project with Timbaland and
Texas rapper 6-2.

Cherry Lane re-upped its
worldwide co-publishing
deal with Will “Will.i.am”
Adams. The multiyear deal
extends their agreement for
all his compositions, includ-
ing songs with the Black
Eyed Peas and collaborations
with Kelis, Fergie, Busta
Rhymes, Mary J. Blige and
Justin Timberlake. ais

BROTHERS: LAURA CROSTE
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price ranging from $15 to $20.
“Even though we're going into
clubs, we're trying to make it
more of a coffee shop/lounge
atmosphere,” Adelman says.
“It kind of lends itself to the
college crowd because ithasa
more coffee shop vibe toit . . .
Most of the shows are seated
where we put some tables and
chairs out.”

Adelman says the artists
themselves play a heavy role in
promoting the trek by using
Web site message boards, viral
marketing tactics and street
teams. Brothers says that in-
cludes ensuring every act indi-
vidually places the Hotel Cafe
Tour profile at the top of its My-
Space page’s friends list.

Neuman, who also owns the
Ascot Club, a New York-based
management and marketing
company, has a few more
promo tricks of his own. “We're
creating many viral tools that
we're giving to all the artists.

IEG/BILLBOARD TOUR SPONSORSHIP

DEALMAKERS

SPONSOR/TOUR

Baileys Original Irish Cream $500,000
Diageo North America

John Legend tour, October-
December, 25 stops

Chrysler $300,000
DaimlerChrysler
Patti LaBelle tour,
October-March, 14 stops

Horizon Organic/Silk $250,000
Soymilk

WhiteWave foods

Presenting, Farm Aid,

Tweeter Center at the

Waterfront, Camden, N.J,,

September

Snickers $325,000
Masterfoods USA

Nick Lachey tour,
September-November, 34

stops

ESTIMATED FEE

There are banners that link
back to the Hotel Cafe Tour
page on MySpace,” he says,
adding that organizers have
also advertised on facebook
.com. “[We're] sort of spread-
ing the word that way because
it's a total college tour.”

Other strategies include
teaming with Bono’s organiza-
tion RED, which aims to fight
AIDS in Africa; working with
radio stations; and tying in
with the “Last Kiss” sound-
track, which features music
from several Hotel Cafe Tour
artists. Actor Zach Braff, who
starsin the film and is a friend
of Brothers and Radin, has also
helped promote the jaunt.
“{He’s] been talking about our
tour on his blog,” Neuman
says. “There’s alink from their
site back to ours. It's all very
unofficial, but all these things
reach critical mass.”

The seven-week trek wraps
up with three consecutive

LEVERAGE

Liguor brand aligned with Legend to play up its “Balieys Get
Together” brand positioning and drive consumption during
informal, casual occasions among contemporary urban
consumers. “John Legend is smooth, unique and sophisti-
Cated, just like Baileys,” Baileys brand manager Alefivah
Merchant said. Diageo is leveraging the tie through on- and
off-premise promotions, radio station ticket giveaways and

‘UplFront

nights, Nov. 16-18 at the Hotel
Cafe in Los Angeles. “They’ll
be ridiculously sold out,”
Shafer says. “Each night could
sell between 1,000 and 2,000
tickets, and we hold 200.”
After completing dates in
the States, the tour heads over-
seas for a two-week run across
the United Kingdom that con-
tinues through early Decem-
ber. Confirmed artists for the
jauntinclude Brothers, McRae,
Bianco, Purdy, Steve Reynolds
and “a lot of Hotel-friendly
U.K. acts we're talking to right
now who might be special
guests,” Brothers says.
Brothers' ultimate goal is to
continue the tour every year
and to solidify its reputation
with fans. “We want to keep
building a sense of trust with
the audience,” he says. “If they
hear the Hotel Cafe Tour is
rolling through town, it's
going to be something good up
on the stage.” eos

Alefiyah Merchant, Baileys
brand
manager; Brian
Murphy, CEO,
US. Concepts;
DAS

Communications

an online promotion offering consumers the chane to win a pri-
vate legend performance for 20 of their friends in their home-
town. Diageo is aiso using the Web site baileystegend.com to

tout the Baileys Legend Martini and other recipes.

Chrysler is sponsoring LaBelle’s church tour as a platform to toutits  David Rooney, director,
new Aspen sport utifity vehicle to African-American consumers. The  Chrysler marketing and global

test to promote the vehicle and local concerts.

automaker Is offering on-site ride-and-drive events in seven con-  communications, Impact
cert markets. To encourage participation, Chrysler will donate $5 Strategies
for each test drive to the University of Pennsylvania's Abramson
Cancer Center, LaBelle’s designated charity. LaBelle will tape radio
spots touting the sponsorship and ride-and-drive program; local
radio partners will also conduct a “Spot the Chrysler Aspen” con-

Natural foods manufacturer uses its 4-year-old presenting Farm  Dennis Gorg, president,

Aid sponsorship to play up its farmer-friendly positioning.
WhiteWave leveraged the tie with three on-site sampling

Integrated Marketing
Solutions; Ellen Fenney,

locations and hospitality for retail trade customers. The company  responsible livelihood

also used the tie to play up its commitment to sustainable

manager, WhiteWave Foods

business practices by purchasing green tags from the Bonneville
Environmentat Foundation to offset energy used at the concert

facility and attendees’ transportation to the concert.

Candy marketer Is sponsoring the teen-pop icon’s tour to tout its
“Satisfaction Sing-Off" promotion that encourages consumers to prove
their love for the candy bar by writing and performing a song that cele-
brates how Snickers satisfies them. Additional leverage includes a

ticket sweeps and the chance to meet Lachey—who serves as one
of the contest’s judges—in select tour markets. Lachey's tour is
presented by the Dodge Nitro—DaimlerChrysler's new midsized

sport utility vehicle—and MyGIG, the automaker’s new in-car .

music and navigation system.

e (ompiled by Willlam Chipps, senior editor, IEG Sponsorship Report
sponsorship.com

Vic Walia, senior brand
manager, Snickers Brand,
Masterfoods USA
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Mitch Bainwol

Chairman
RIAA

Gary Shapiro
President & CEC

CONSUMER ELECTRONICS ASSOCIATION
A

Chris Anderson
Editor in Chief

WIRED

MIDEMNET FORUM: THE WORLD’S DIGITAL &
MOBILE MUSIC FORUM

In January 2007, international business leaders will be meeting in
Cannes to network and exchange digital music knowledge.

Register on: www.midem.com

33 14190 44 60 » info.midem@reedmidem.com

KEY FORUM TOPICS WILL INCLUDE:

+ Music 2.0 - partner with consumers!
+ Niche markets and ad-supported content: the next gold rush?
+ A focus on the exploding Asian Market.

HEADLINE SESSIONS WiLL INCLUDE:

1. Miles Flint, President, Sony Ericsson Mobile Communications,
2. Mitch Bainwol, Chairman, RIAA

Gary Shapiro, President & CEO, Consumer Electronics Association
3. Chris Anderson, Editor in Chief, Wired

SPEAKERS PRESENT THIS YEAR:

David Israelite, President and CEQ, NMPA, Larry Kenswil, President,
Universal Music Group - eLabs, Robin Kent, CEO, SpiralFrog, Terry
Mc Bride, CEO, Nettwerk Music Group, Steve Page, Musician,
Desperation Records/Barenaked Ladies, Nigel Morris, President,
Isobar Worldwide, Conor Yang, CEOQ, Rock Mobile Corporation

(2 Reed
A member of Reed Exhibitians

MIDEM® is a registered trademark of Reed MIDEM. All rights reserved.

Media partners:

music:)aly  Bileogrd =~ CiMexsrs-- 5 STREAM
informa [y mobiedaity  Musique Info--

MidemNet Forum: 20 - 21 January 2007 « MIDEM: 21 - 25 January 2007
Palais des Festivals, Cannes, France « www.midem.com
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BOXSCORE concert Grosses

ARTIST(S) Attendance

Venue, Date Capacity Promoter

RED HOT CHILI PEPPERS, THE MARS VO

Air Canada Centre, Toronto, 30,600
Sept. 25-2¢ two sellouts House of Blues Canada

GROSS/
TICKET PRICE(S)
$1,708,072
(31908076 Canacian)
$64.45/33750

$1,315,805
(177072 Australar’
$88.35/$72.49

$1,292,245
$145/$125/$85/
$45

16,447

Acer Arena, Sydney, Oct. 9-TC 15754 two shows

Michael Chugg Entertainment

ELTON OHN

Rose Garden, Portland, Ore.,

13,176

i House of Blues Concerts
s2lout

Sept. 24
MARIAH CAREY

Staples Center, Los Angeles,
Oct. 6

$1,230,397

$129/$19.5G 12,844

131382

g;l 2187026 CIRQUE DU SOLEIL’S ‘DEL RIUM’
$110.50/$69.50 8?!196“; T’\%‘l:g{dsez Irancaet‘lr:/eaen T Ziez three shows
FARM AID: WILLIE NZLSON, NEIL YOUNG & OTHERS

Tweeter Center Waterfront, 24.801
Camden, N.J., Sept. 30 salfout Live Nation

$1,132,867 ERIC CLAPTON, ROBERT CRAY BAND

(SL265030 Careckar " Soovimpan: Place, Oft
$11239/$6224/$44.33 sff;’, |a2ban = GiEr lg'ﬂg:’é House of Blues Canada

AEROSMITH MOTLEY CROZ

First Mid Bank Amphitheater. 14.006
Tlnley Park |I| Oct. 5 28329

MARIAH TAREY

Honda Center, Anaheim, Calif..
Oct. 8

Live Nation

Live Nation, Cirque du Soleil

$1,198,236
$90.50/$37.50

$960,255
$124

Live Nation

$918,283
$129/$19.50 1,475

12024 Live Nation

ERIC CLAPTON, ROBERT CRAY BAND

Arena at Gwmnet( Centev,
Duluth, Ga., Oct. 1

MARIAH CAREY

12,049
13135

TOOL, iSIS

Continental Anrhnes Arena, East
Rutherford, N.J.,

CIRQUE CU SOLEIL’'S DELIRIUM’

3 10,417
KeyArena, Seattle, Oct. 3-4 14, 5‘9 v 3

SHAKIRA, WYCLEF JEAN

Trump Taj Mah

$883,120
$100/360 10772

selicut Beaver Productions

$880,739

$125/$19.50 U S Alrways Center, Phoenix,

Live Nation

$828,469

$59.50/$49.5C 14 505

Metropolitan Talent Presents

$796,715

$125/$69.50 Live Natlon, Clrque du Solelt

$715,890

$125/$65 Arena,

Atiantic City, N.J., Sept. 1-2 ,0475 .wo shows  Live Nation

$712,452 RED HOT CTHILI PEPPERS, THE MARS VOLTA
($797042 Canacian)

Credit Union Centre, Saskatoon,
Saskatchewan Sept. 19

House of Blues Canada

$55.42 12,989

seliag

TOOL, ISIS

Verizon Center, Washington,
D.C, Sept. 30

TOOL, iSi€

. Palace of Auburn Hills, Auburn 13,071
Hills, Mich., Sept. 22 14187

TOM PETTY & THE HEARTBREAKERS, JOHN MAYER

Glendale Arena, Glendale, Calif,, 11,895
Dct. 4 12,502

$709,878

$55/$30 15,087

solioat Live Nation, Musicentre Productions

$700,210

$65/$45 Live Nation, Palace Sports & Entertalnment

$693,654
$75/$35 Live Nation

?5%?364'9431 J TOM PETTY & THE HEARTBREAKERS, BLIND BOYS OF ALABAMA
s73.é9/$2w4.4mo geogog Ampliithestre, Toronto, ;gl,gi]
SHAKIRA, WYCLEF JEAN

Mohegan Sun Arena, Uncasville, 7,645
Conn., Sept. 4 wn
JAMES BLUNT, FAVOURITE SONS
12,831
13.500
JOHN MAYER, SHE CROW, JORIE FAIR

Verizon Wireless Amphitheater, 15,807
irvine, Calif., Sept. 27 s2ilout

N GABRIEL

Honda gen(er Amaheim, Calif., 6‘3730 Nederlander, AEG Live

House of Blues Canada

$650,560

$125/$95 Live Nation

$650,285
(8726625

$53.25/$44.30 Gillett Entertainment Group, House of Blues

Bell Centre, Montreal, Oct. 1 Canada

$648,238
o2 Live Nation

$642,220
$165/$50

DEF LEPPARD, NEY, STOLL VAUGHAN

Saratoga Performing Arts Center, 19,177
Saratoga Springz, NY., Sept. 16

$627,505

$75/%20 Live Nation

25058

KIRA, WYTLEF JEAN

8,653
setlout

SH
American Bank Center, Corpus
Cnristl, Texas, Sept. 20

IRON MAIDEN, BULLET FOR MY VALENTINE

12,864 Gitlett Entertainment Group, House of Blues
Bell Centre, Montrzal, Oct. 10 12500 Caada »

TOM PETTY & THE HEARTBREAKERS, THE STROKES

HiFi Buys Amphitheatre, Atlanta, 14,480
Sept. 25 ]5"537 House of Blues Concerts

$620,769
$125.20/%18 Live Nation, in-house
$618,708
(3635826 Canachan)
$50.24/$41.35

$614,779
$24

TOOL, ISIS

Nassau Co7llseum. Uniondaie,

$610,410

$59.50/$45 11 218

N, Oct. 3539

AZROSMITH, MOTLEY CRUE
13,656
8,540

SMG Sports & Entertainment

$606,503

%146/$20.75 Veﬂzon Wireless Amphitheater,

Charlotte, N.C., Sept. 21

$601,490 RED HOT CFIL: PEPPERS, THE MARS VOLTA |

($668196 Canadian)
$64.81/337.81 §§°"°§a"" AL ST, "ej,;‘oi? House of Blues Canada

TOM PETTY & THE HEARTBREAKERS, THE STROKES

7,464
=elidut

Live Nation

$586,247

£85.50 Chartev One Pavilicn, Chicago,

Live Nation

Sept. 1
JAMES BLUNT, FAVOURITE SCNS

$570,195
(1637353 Canadian)
$53.23/$44.28

3 T,519

a0t House of Biues Canada

Alr Canada Centre, Toronto, Oct.

SANTANA, SALVADOR SANTANA BAND, LOS LONELY BOYS

Nikon Jones Beach Theater,
Wantagh, NY,, Sept. 16

$553,145

$75/$20 1,162

13.855 Live Nation

$551.317 DEF LEPPARD, JOURNEY, STOLL VAUGHAN I
) phﬂheatre, 13,522

81/$25.50 Sleep fraln Am :
= 13,496 Live Nation

Maryswlle, Cali
SANTANA, SALYADOR SANTAMA BAND

Chastain Park Amphitheatre, 6,700
Atlanta, Sept. 30 salicut

$549,692

589/$34 Live Nation
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Like Father,
Like Daughter

Billy Joel’'s Oldest Finds An Audience On The Road

In what amounts to joining the family business,
Alexa Ray Joel is in the midst of a 16-city runin
support of her independently recorded and dis-
tributed debut EP, “Sketches.”

The songwriter/pianist/vocalist’s fall tour
includes her first West Coast dates and is set to
wrap Nov. 11 at the Sellersville (Pa.) Theatre.

“It’s going great,” Joel says, calling from the
tour’s stop in Los Angeles. She says a brief tour
of Hard Rock venues last May was good prepa-
ration for this run,

“This is definitely more intense,” says Joel,
daughter of Piano Man Billy Joel and super-
model Christie Brinkley. “With that [spring]
tour we could stay at the hotel for one or two
nights, and that’s not the way it is on this tour.
This is much busier, with press and spending
the night on the bus a lot of the time. It’s cra-
zier and longer.”

Joel admits she’s still coming to terms with
life on the road. “Honestly, | kind of have a
love/hate relationship with it, but more love,”
she says. “If it’s a great show I'm always on such
a high, but there are still certain things I'm ad-
justing to, like always being in a different place
and living on a crazy schedule.’

Pete Pappalardo, her agent at Artist Group
International (which also books her father), has
pretty much eased her into touring, the artist
says. “I'm so glad that I did the tour in May, be-
cause I couldn’tjust go right into this, it would
probably be too much. [Pappalardo] is very good
at building my experience on the road slowly
but surely.”

Joel calls the EP a “preview” of a full-length
album she hopes to begin recording by the
end of the year. “It’s called ‘Sketches’ be-
cause it's like raw sketches, pretty much
what we sound like live,” she explains.
“About three of the songs, actually, were
done in one take.”

Asked about her plans for signing to
alabel, she says, “I'm actually really ex-
cited, because after this tour I'm meet-
ing with a bunch of different labels
[including] Warner Bros., Epic, Holly-
wood, probably more. I want to meet with
as many people as possible and pick out the
right creative people to work with, and I'll be
working on an album later this year or at least
starting the creative process for an album as
soon as possible.”

Despite her professional musician pedigree,
Joel says she’s still going through a consider-
able learning curve about the business. “It's
hard. I'm just learning about going through the
process of hiring different musicians,” she says.
“Inlike a week, we had to pretty much work in
a full new band. I'm finding it's very hard to
find guitarists, because my style of music is

ALEXA RAY JOEL says her famous dad ‘knows
when you’re on the road, you need your space.’

WWW americanradiohistorv.com

more bluesy, and some of the songs require a
more gentle, kind of jazzy touch.”

Asked if her father has any advice, she says,
“He’s very much not like a stage father. He’s
not always calling, checking up on me, because
he’s been there and he knows what it’s like to
be on the road, and he knows when you're on
the road you need your space. He's completely
respectful of that.”

That’s not to say Billy Joel doesn’t weigh in
with his opinion. “The best advice he gave me
was treat your songs as if they were your ba-
bies—really protect them,” she says. “Because
if you don’t, a lot of other people will want to
take control. In that sense, he’s completely my
role model because he was always in control of
the production, of what happened to his songs
and his performances. He really controlled every
single facet of his carzer in terms of his mate-
rial and his songs.”

To check out samples of Joel's EP, go to my-
space.com/alexarayjoel or her own Web site at
alexarayjoel.com. oo
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NEWS
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>>>GLOBAL BIZ DIPS IN FIRST HALF

The digital music business continues to soar, according
to new figures published by the IFPIL. But the overall
picture for recorded music is less cheerful. In the first six
months of 2006, giobal shipments of physical recordings
shrank by 10% worldwide for a trade value of $8.4 billion,
down 4% from the corresponding period in 2005. On a
brighter note, the value of the digital music sector in the
first half rose to $945 million, up 106% versus the same
period in 2005. Digital sales now account for about 11%
of the total recorded music market worldwide. The IFPI’s
figures exclude MIDI files, ringtones and non-artist-
related content sales. Its datais collated from IFPI
members and major record companies and includes an
estimate for nonreported sales. —Lars Brandle

>>>AEG BUYS MARSHALL ARTS STAKE
Concert giant Anschutz Entertainment Group has
acquired a 49% minority stake in Barrie Marshall’s
heavyweight British concert promotion and talent
agency Marshall Arts. Financial details of the deal,
unveiled Oct. 17, were not disclosed. Marshall Arts will
maintain operational independence in the new joint
venture. AEG president/CEO Tim Leiweke, AEG Live
president/CEO Randy Phillips and AEG Enterprise
managing director Jessica Koravos will join the
Marshall Arts board, which will continue to be chaired
by Marshall. The two companies have previously
worked together on large-scale tours. AEG Live
promoted half the dates on Paul McCartney’s 2003 and
2005 North American tours, which finished fifth and
first, respectively, among all tours in those years,
according to Billboard Boxscore. Marshall was
McCartney’s tour director on both outings.

—Lars Brandle

>>>CONSTANTIN LIST UNVEILED
Organizers of the Constantin Prize, France’s equivalent
of the United Kingdom’s Mercury Music Prize, have
unveiled the shortlist for its fifth edition. The gala will
be held Nov. 15 at Paris Olympia. The 10 nominees are
Abd Al Malik’s “Gibraltar” (Atmosphériques); Anis’ “La
Chance” (Virgin/EMI); Ayo’s “Joyful” (Polydor/
Universal); Clarika’s “Joker” (Emma Productions/ULM/
Universal); Emily Loizeau’s “L’autre Bout du Monde”
(Fargo); Grand Corps Malade’s “Midi 20” (Anouche
Productions/AZ/Universal); Jehro’s “Jehro”
(5uperfruit/Recall Group); Katerine’s Robots “Aprés
Tout” (Barclay/Universal); Olivia Ruiz’s “La Femme
Chocolat” (Polydor/Universal); and Phoenix’s “It’s
Never Been Like This” (Virgin/EMI). The prize is open to
any French-produced album released between July 1,
2005, and June 30, 2006. Only those artists whose
previous albums have not reached gold certificationin
France are eligible. A jury of music and media
professionals whittled down the list from 184
submissions. —Aymeric Pichevin

>>>CCTV/MTV AWARDS HANDED OUT
Taiwanese vocalist Jay Chou was named best Asian
artist at the eighth annual CCTV/MTV Music Awards,
held Oct. 12 at the Beijing Exhibition Centre
Auditorium. Hong Kong musician/composer/producer
Chris Babida was recognized with a special
contribution award. Best mainland Chinese male artist
went to veteran crooner Man Wenjun, while female
honors went to Chen Ming. For Hong Kong, the most
popular accolades went to Eason Chan and Joey Yung.
Best group went to popular girl duo Twins and best new
artist was Justin Lo. —Ljsa Movius

>>>JAZZ CLUB HOSTS OWN AWARDS
Celebrated London jazz club Ronnie Scott’s will host its
own jazz awards ceremony in 2007. The Ronnie Scott’s
Jazz Awards will laud some of the world’s greatest jazz
artists and rising international talent, and a scholarship
will be bestowed to a promising British saxophonist.
Votes will be cast by the public, jazz radio listeners and
the venue’s club members. A date for the gala has yet
to be confirmed. —Lars Brandle
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Pay To Play

BY DIANE COETZER

South African Biz Hopes For Quick Fix From ‘Needletime’

Artists and record companies
in South Africa are celebrat-
ing the emergence of a poten-
tial new revenue stream, as
collecting societies gear up
for the newly established
“needletime” scheme, which
will introduce royalty pay-
ments for the public broad-
cast of sound recordings for
the first time.

Industry bodies, most
prominently the Recording In-
dustry of South Africa, have
been lobbying government for
more than a decade to secure
the payments, also known as
“pay for play time.”

“A lot of our major players
actually rely on income from
sponsors or corporate gigs. So
creating an infrastructure that
enables them to make a living
without these is very impor-
tant,” says Yoel Kenan, co-
manager of Afro-pop group
Freshlyground and singer
Lungelo. “In addition, the
country has many artists who
don’t write their own material
but who are great entertain-
ers and performers and who
have ahuge fan base. They de-
serve to be financially re-
warded when their recordings

are broadcast.”

Major beneficiaries are ex-
pected to include girl band
NKD (Sony BMG), formed by
three finalists from “Idols,”
the South African equivalent
of “American Idol”; and
Afrikaans singer Dozi (EMI
Music), who has several plat-
inum albums to his name.

Currently, the only perform-
ing rights society in the coun-
try is the Southern African
Music Rights Organization, a
CISAC affiliate that adminis-
ters broadcast and performing
rights on behalf of its com-
posers, authors and publish-
ers. Estimates from industry
insiders put the current value
of SAMRO’s income from per-
forming and broadcast rights
at around 80 million rand
($10.4 million) a year.

The first move toward leg-
islating sound recording roy-
alty payments was taken in
2000 by the government-
appointed Music Industry
Task Team, which recom-
mended the step in its final re-
port. In 2001, the Copyright
Amendment Bill added a sec-
tion into the existing Copy-
right Act that said, “In the
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absence of an agreement to
the contrary, no person may
broadcast, cause the transmis-
sion of or play a sound record-
ing . . . without payment of a
royalty to the owner of the rel-
evant copyright.”

But it wasn’t until June 2006
that regulations for the estab-
lishment of collecting soci-
eties in the music industry
were published by the Minis-
ter of Trade and Industry,
Mandisi Mpahlwa. This means
that societies representing
copyright holders in sound
recordings can now be estab-
lished, although as yet no roy-
alty rate has been set, nor has
a date for broadcasters’ pay-
ments to begin.

Irfaan Gillan, chairman of
the newly formed Assn. of In-
dependent Record Compa-
nies, which represents the
interests of around 50 inde-
pendent labels, describes
needletime as “top of the
agenda of AIRCO’s broadcast-
ing subcommittee.”

“There are more and more
viable independents coming
into the South Africa music
business, most of whom invest
substantially in recording

" FRESHLYGROUND

South African artists,” Gillan
says. “The needletime royalty
will really enable them to con-
tinue to do that. The biggest
challenge now is negotiating
with our broadcasters.”

The initiative is not with-
out its detractors. In a state-
ment, the National Assn. of
Broadcasters claims that
“needletime was erroneously
conceived to be a solution to
certain problems affecting the
music industry. Its benefits
are however limited to pay-
ment of a royalty for the
broadcast of a sound record-
ing to a performer and the
owner of copyrightin a sound
recording. Due to the struc-
ture of the South African
recording industry, the pri-
mary beneficiaries of needle-
time might not be South
African artists.”

A prominent broadcasting
source tells Billboard, “The
broadcasters have finally ac-
cepted that they have lost the
needletime battle. Now their
aim will be to negotiate as low
a rate as possible with the
sound recording rights hold-
ers—but that is not going to be
easy for them to achieve.” ..
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www.americanradiohistory.com

GLOBAL

BY STEVE McCLURE

‘SPACE’INVADERS

Japan Gets Set For Social Networking Liftoff

TOKYO-—Social networking
Web sites have suddenly be-
come a big talking point in the
Japanese music business, but
there is much work to be done
if they are to tempt local
music fans away from mobile
phone-based services.

The Sept. 14 Tokyo Stock
Exchange debut by Mixi,
Japan’s biggest social net-
working site, was a runaway
success, attracting a
plethora of buy orders. By
the next day, Mixi’s net mar-
ket value reached 219.9 bil-
lion yen ($1.8 billion) and
suddenly “SNS” became a
media buzzword.

The number of SNS users in
Japan will reach 10.4 million
by March 2007, from a March
2006 base of 7.1 million, ac-
cording to the Ministry of In-
ternal Affairs and Communi-
cations. According to
research by Access Media In-
ternational, 25% of Japanese
people in their 20s use an
SNS, compared to 11% of the
population as a whole.

Launched in February

2004, Mixi features pages
dedicated to artists and spe-
cific songs, where users can
comment on tracks, find
breaking news and link to
other fans or communities
with an affiliation to the page.

Mixi recently introduced a
service called Mixi Music,
which automatically uploads
to the user’s “My Music” page
playlists comprising songs
they have recently played on
their PCs using such software
as iTunes and Windows Media
Player. Those playlists can
then be viewed by other Mixi
users. Slightly more than 10%
of Mixi’s communities are
music-related.

Meanwhile, a source close
to MySpace—the world’s
biggest SNS—says it will
launch a Japanese joint ven-
ture with Tokyo-based Inter-
net service provider Softbank
“imminently.” Neither My-
Space nor SoftBank were
available for comment at
press time.

“MySpace could have a
huge impact on the Japan-

‘MySpace will
have a tough road
ahead competing

with Mixi.’

—STEVE MYERS, PRESIDENT OF THETA

MUSIC TECHNOLOGIES

ese music scene, as it offers
artists and labels a chance
to effectively promote their
music all across the globe—
no SNS in Japan has been
capable of this,” says Sho
Iwase, director of interna-
tional relations at Tokyo-
based digital distribution
company Rightsscale. Most
Japanese SNSs are local,
Japanese-language sites
with no presence outside
Japan.

“However, attracting users
in Japan may prove difficult,
since Japan’s digital music
business is dominated by mo-

o b

bile-phone networks,” Iwase
adds. Broadband penetration
in Japan stands at 41.4%, but
labels’ body the Recording In-
dustry Assn. of Japan'’s fig-
ures for second-quarter dig-
ital download sales show
mobile downloads account
for roughly 90% of digital
music sales in Japan, gener-
ating 11.29 billion yen ($97
million) in revenue.

Steve Myers, president of
Tokyo-based software devel-
oper Theta Music Technolo-
gies, says, “They will have a
tough road ahead competing
with Mixi, which is already

firmly entrenched here and
growing very quickly.”

Mixi now boasts some 5.7
million members, despite new
users requiring an introduction
from a friend who already uses
the service. A key reason for
Mixi’s rapid growth is an inter-
face that allows users to read
and post messages via mobile
phone and upload photos
taken with mobile-phone cam-
eras directly to the site.

Another potential hurdle
for music-oriented SNSs in
Japan is local labels’ expected
reluctance to approve the
kind of free MP3 streaming

Upkront

service offered by MySpace.

Independent Japanese
acts and labels have been
quick to see the potential of
SNS services to promote their
music. One of the best-known
is Tokyo-based mf247, oper-
ated by indie label 247 Music,
where artists like Yuhko Nar-
isoko post their music and
users can download tracks
free of charge and vote for
their favorite songs and
artists. Other music-oriented
sites include Recommuni,
Sony’s Playlog and the
Japanese version of British
SNS last.fm.

But major labels remain
cautious about embracing
the service.

“SNS is not even on our
radar screen [as a promo-
tional tool] yet,” one Japan-
ese major-label source says.
“However, if it took off by
mobile, then of course it
would be. It would be inter-
esting to release Internet-
only artists, or debut them
on mobile platforms through
these services.” cos

BY LEO CENDROWICZ

Sony, BMG Pursue Merger On Two Fronts

BRUSSELS—Media giants
Sony and Bertelsmann are
back in the ring to fight for
their music divisions’ right to
merge—and this time they
aren’t taking any chances.

Not only are they once more
seeking antitrust clearance
from the European Commis-
sion in Brussels, but earlier
this month they filed a writ at
the European Court of Justice
(ECJ) in Luxembourg to se-
cure their deal.

The two-pronged strategy
is necessary because, despite
the European Union’s an-
titrust authority giving the all-
clear for the merger in June
2004, the Court of First In-
stance—the EU’s second
highest court—annulled the
EC’s decision in July.

In public, Sony BMG,
which declined comment for
this story, remains relaxed
about the situation. But in

private it is preparing for in-
tense legal and bureaucratic
fights within the EU’s judici-
ary and executive branches to
defend the integrity of a
company that, according to
Nielsen SoundScan, accounts
for one-quarter of the global
music market.

Despite the recent activity
atthe ECJ, the more immedi-
ate challenge is the second
shot at antitrust clearance
with the EC. Sony BMG is ex-
pected to reapply for merger
approval in the next few
weeks, starting a process that
could wrap as early as May
2007. The ECJ appeal—the
only court able to overturn the
July ruling—is its long-term
backup strategy. That case
could take two years.

“If the commission clears
the merger, the appeal is
moot,” says Michael Tscherny,
a former EC competition

spokesman. “Sony BMG are
hedging their bets. It doesn’t
cost much to lodge the appeal,
and they have another chance
to get EU approval if the com-
mission turns them down.”
Tscherny, now a partner at
the Gplus Europe consul-
tancy, says the EC’s apparent
leniency in the original ap-
proval was linked to a series
of separate EU court rulings
in 2002 that chastened the EU
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executive branch for being too
quick to block mergers.

“The commission probably
overreacted and let the pendu-
lum swing too far in the other
direction,” he says. “But the
July ruling gives the commis-
sion more weight when it asks
Sony BMG for market data.”

That ruling was prompted
by a suit from independent la-
bels’ lobby group Impala,
which said the EC had failed
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to properly examine the im-
pact of the merger on the Eu-
ropean music market. Impala
is also girding itself for two
rematches.

“The Sony BMG appeal will
not overturn the court’s rul-
ing,” says Impala president
Patrick Zelnik, who is also
president of the Naive label.
“Only points of law can be ap-
pealed, not points of fact about
the case.”

As for the EC’s second
probe, he warns of a long
fight: “Of course we would ap-
peal a second time if the com-
mission cleared it again, but
common sense says that’s not
going to happen.”

Thomas Vinje, a partner at
Clifford Chance’s Brussels of-
fice, warns that more appeals
could extend the process until
2010 but adds, “It looks like
the commission will find a
way to clear the merger with
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conditions.”

Vinje says the EC can now
be tested on its 2004 conclu-
sion that the merger would not
shrink consumer choice.

The figures already appear
to confirm this. Sony BMG ac-
tually saw its market share de-
cline after the merger—as did
the combined “Big Four” la-
bels—Sony BMG, Universal
Music, EMI Music and
Warner Music. According to
Nielsen SoundScan, Sony
BMG had a global market
share of 25.61% in 2005
(13.83% Sony, 11.78% BMG),
when the Big Four accounted
for 81.87% of the global mar-
ket. Yet in 2004, Sony BMG
had a 28.46% share (13.26%
Sony, 15.20% BMG) out of a
Big Four share of 82.64%.

“The commission can
point to concrete figures and
say its analysis was borne
out,” Vinje says. LI
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The Human Touch

Music Recommendation Services Seek Alternatives To Cold, Hard Technology

As more music becomes avail-
able online, fans are demand-
ing better methods of filtering
and recommending that music
to their individual tastes.

Most of today’s music recom-
mendation systems are clunky
and often ineffective since their
recommendations rely on un-
sophisticated technology like
collaborative filtering or acoustic
fingerprinting—both of which
lack context, taste and emotion.
As such, there is a small but
growing movement to add a
more human element to the
music discovery process.

Aslogical as it may seem to a
computer, fans of Pearl Jam may
not necessarily like Stone Tem-
ple Pilots, as recommended by
collaborative filtering technolo-
gies. While they may have sim-
ilar musical attributes, the White
Stripes’ “Wild Orchard” has lit-
tle in common with Ben Folds’
“Landed,” as recommended by
acoustic fingerprinting services.

“There’s the realization that
the other efforts that have been
made have failed,” says David
Hyman, CEO of MOG, a music-
oriented social networking site.
“When it comes to taste, people
are cautious of recommenda-
tions from a computer. What's
the context? Too often it’s wrong,
and people lose their faith in the
ability for acomputer-based rec-
ommendation to be right.”

Perhaps the most popular al-
ternative is to just let fans rec-
ommend music to each other
directly. This is the tack taken
by such sites as Last.fm, MOG,
Napster and the new breed of
authorized peer-to-peer services.

Theideaisto look into the li-
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will be over the home, and
entering the fray is newcomer
Sooloos. Unlike the Roku or
Sonos systems, which stream
| music stored on PCs through
home entertainment systems,

1 The next digital music battle

TERABYTE THE ROOF OFF

braries of others to see what
they’re listening to. From there,
users can sample tracks or take
suggestions from others.

MOG is an example of the
former. The service reads its
members’ music library and
helps those with similar tastes
find one another. Once con-
nected, members can sample
any song listed in the other’s
library and dynamically make
recommendations.

Microsoft’s pending Zune
strategy is an example of the lat-
ter. Users can share a song with
several friends, who then sam-
ple the track free for a limited
time. Wireless operator Helio of-
fersa similar “gifting” system for
ringtones and other mobile con-
tent, which it says results in one-
third of all sales on its network.

Other services like Urge,
Rhapsody and Pandora prefera
more hands-on approach, uti-
lizing professional critics, or
“music programmers,” to over-
see their recommendation en-
gine’s navigation process.

For instance, Pandora uses
music experts to analyze and
create profiles of tracks based
on dozens of predefined attrib-
utes. The recommendation en-
gine then creates playlists based
on songs with similar attributes,
regardless of genre or style.

Rhapsody’s programmers or-
ganize the service’s vast library
into various music styles, which

the recommendation engine
then refers to
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| the Sooloos stores all music in a whopping ter-
abyte-sized hard drive—that’s 1,000 gigabytes—
with the option to upgrade to two or even three
| terabytes. By way of comparison, the Library of
| Congress hoids 20 terabytes of text. |
‘ The company will ship the device preloaded
with customers’ music and album art, and
| includes a built-in CD ripper to add additional ,
tracks after the fact, all in lossiess format. The
17-inch touch screen display functions as the pri-
mary control panel, with additional 7-inch screen
remotes also available.

- Of course, the terabyte lifestyle does not come

@® cheap. The base model of the Sooloos will set buy-

@ ers back $12,000. —Antony Bruno
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DAVID BOWIE has
been nicknamed
the ‘godfather’ of
Nokja's Music
Recommender
service,

when creating instant playlists.

“There’s got to be a set of
rules and algorithms we use to
get some of those recommen-
dations, but it's based on musi-
cal connections that actual
human beings have made in the
first place,” Rhapsody executive
editor Tim Quirk says.

These music experts also de-
velop custom playlists around
specific genres, styles or artists.
For instance, Urge’s experts cre-
ate sampler lists designed to in-
troduce listeners to new genres.
eMusic uses noted music critics
to post regular blogs detailing
what they're listening to. Even
phone manufacturer Nokia is
developing a service that will
combine the expertise of
40 independent music

stores worldwide.
Increasingly, these
services are also tap-
ping famous artists
as sort of iiber-
critics to suggest
music based on their pref-
erences. The celebrity play-
list has been a standard feature
for some time, but some serv-
ices are expanding that relation-
ship into something deeper.

For example, David Bowie has
been named the “godfather” of
Nokia’s service, contributing
monthly features and podcasts
detailing his music “discover-
ies.” MOG, meanwhile, recruits
artists to create profiles and write
about their musical whims, as

well as let fans explore their dig-
ital music library, not just a
playlist. Participating acts in-
clude Frank Black, the Hold
Steady and Gomez's lan Ball.

“Sometimes you wantto like
something because somebody
you admire likes it,” MOG’s
Hyman says. He cites an exam-
ple where Phish’s Trey Anasta-
sio stated his preference for
Pavement. As a result, Hyman
